An Exploratory Study on the Effect of Artificial Intelligence-Enabled Technology on Customer Experiences in the Banking Sector by El-Gohary, Hatem et al.
DOI: 10.4018/JTA.20210101.oa1
Journal of Technological Advancements
Volume 1 • Issue 1 • Annually 2021
This article published as an Open Access article distributed under the terms of the Creative Commons Attribution License
(http://creativecommons.org/licenses/by/4.0/) which permits unrestricted use, distribution, and production in any medium,
provided the author of the original work and original publication source are properly credited.
1
An Exploratory Study on the 
Effect of Artificial Intelligence-
Enabled Technology on Customer 
Experiences in the Banking Sector
Hatem El-Gohary, Qatar University, Doha, Qatar
 https://orcid.org/0000-0001-6139-7054
Aksaya Thayaseelan, Birmingham City University, UK
Simeon Babatunde, Birmingham City University, UK
Salma El-Gohary, Qatar University, Doha, Qatar
ABSTRACT
This study investigates how artificial intelligence technology in the banking sector has affected 
consumers’ overall experiences. It focuses on how consumer personal digital transformation has 
affected digital banking development and how this further affects consumer expectations and 
experience. It assesses how banks use artificially intelligent virtual agents such as chatbots to transform 
how consumers use their banking facilities. Lastly, this study investigates the scope of neobanks in 
the banking sector. The study found that digital transformations have led to an increase in consumer 
expectations from their banks. Whilst banks revolutionise their customer service offerings through 
virtual agents, customers are not engaging with these at an expected rate. Findings revealed that 
neobanks are not operating at their expected traction due to consumer knowledge gaps, occasioned 
by a lack of advertised information to customers from their banks.
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1.0 INTRodUCTIoN
Incorporating ICT and technology with businesses in financial services has evolved, leading to 
complete revolutionising of the financial sector. However, there are various definitions and views of 
fintech, e.g. some scholars see the adoption of fintech as the use of technology in financial services, 
analysing data using automation, and translating output to improve a firm’ purpose and delivery 
to its consumers (Vives, 2017; Schueffel, 2016). Technological developments, especially in banks, 
transformed the way consumers interact with banks as well as how they manage their finances. 
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This has led to fintech reshaping customers’ expectations and setting new and high bars for user 
experience due to the rapid innovation of Artificial Intelligence (AI) within the sector (McWaters, 
2017; Nicoletti et al., 2017; etc.).
The emergence and use of electronic applications and Artificial Intelligence (AI) have made 
a phenomenal impact on many existing firms and led to the creation of new types of businesses 
in the economy (Raghubansie, et al., 2015; and El-Gohary, 2011). AI is defined as a “grouping 
of methodologies backed by data and includes logic, networks, algorithms, embedded probability 
functions, and machine learning capabilities” (Binner et al., 2004, p.10). AI has enabled firms’ 
formation with capabilities of being 100% digital, especially in sectors previously presumed impossible, 
and enabled a level of customer experience never thought of across various sectors (Hoyer et al., 
2020; and Ameen et al., 2020). This is currently present in the financial industry, specifically in 
the banking sector, as Neobanks have become increasingly popular. The outstanding features of 
Neobanks are their reliance solely on cloud-based software, no physical presence for consumers to 
visit, adaptability, and they are becoming progressively more successful with the ease to use data to 
drive innovation (Kline, 2015; and Bradford, 2020).
Meanwhile, Customer Experience (CX) is continuously at the core of any firm, predominantly 
as a metric to measure satisfaction or otherwise. Consumers’ expectations of the customer experience 
they receive have heightened and changed throughout time due to many reasons. Such experience 
is imperative in creating customer value (Eid and El-Gohary, 2015a; and 2015b). In the financial 
sector, the constant innovation and adoption of technology have been reasons for the rapid change 
in consumer expectations. This has put some pressure on firms to remain relevant and adapt such 
changes along with their customers. There are several definitions of CX, such as the one of Klaus and 
Maklan, 2013: “customer’s cognitive and affective assessment of all direct and indirect encounters 
with the firm relating to their purchasing behaviour” (Klaus and Maklan, 2013). Moreover, Schwager 
and Meyer, 2007 view it as: “the internal and distinctive response customers have to their dealings 
with a company” (Schwager and Meyer, 2007). Both definitions allow for evaluating how or if AI 
has affected CX and customers’ purchasing behaviour.
Due to the explosion of technology, there is a turbo effect on innovation (Shaw and Ivens, 2002, 
p. 17), thus forming the relationship between Artificial Intelligence and Customer Experience. This 
has led businesses in the banking sector to adopt AI-enabled technologies and create AI-powered CX 
Chatbots, also known as Virtual Agents (VA). Among several benefits, the use of machine learning 
in AI allows a firm to reduce its costs. Still, the improvements they make in CX are more impactful 
due to the bots availability of 24 hours, seven days a week, ability to learn, answer standard questions 
objectively, perhaps without any human error. Due to the natural language capabilities of a VA, there 
is a possibility of difficulty in confirming whether customers are interacting with a human or, in fact, 
a VA (Kannan and Bernoff, 2019).
In the later part of the past decade, the popularity of Neobanks increased and created particular 
traction with millennials and the underbanked. This is mainly due to their continuous approach to 
improving customer experience and has recently exacerbated by the recent COVID-19 pandemic that 
has led to banking solely from home (Kline, 2015; and Remolina, 2020). They commonly provide 
the same services that big banks offer, such as savings accounts, credit cards and paper checks. This 
allows the opportunity for consumers to hold their primary bank account with Neobanks rather than 
with a traditional banking firm (Kauflin, 2019; and Temelkov, 2020).
Therefore, this study has three main aims, which are:
• To explore the consumers’ usage of digital banking and experiences,
• To examine how AI empowered technology in the banking sector and how it affected consumers’ 
experience in banking overall, and;
• To investigate the scope and reaction to services provided by Neobanks.
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2.0 LITERATURE REVIEw
There is increasing evidence that recognises customer experience (CX) as necessary in any firm and 
establishing that it is a fundamental factor for success. From a firm’s perspective, customer experience 
is essentially a way to manage what perception a consumer has of their business (Lemon and Verhoef, 
2016). There are various definitions of Customer Experience, but this study adopted the definition 
provided by Shaw et al. (2010), which perceive customer experience as “an interaction between 
an organisation and a customer as perceived through a customers’ conscious mind and intuitively 
measured against customer expectations across all moments of contact” (Shaw et al., 2010, p.3). 
Similarly, CX is defined by Buttle and Maklan (2015) as “the cognitive and affective outcome of the 
customer’s exposure to, or interaction with, a company’s people, processes, technologies, products, 
services and other outputs” (Buttle and Maklan, 2015). This review will adopt the aforementioned 
definition expressly.
Customer Experience is at the heart of every firm and a way to manage customer data and this 
experience is via a Customer Relationship Management (CRM) system. A definition of CRM in 
the banking sector is provided by Rajola (2013) as “a business strategy aiming to understand and 
to anticipate the needs of existing customers and seek new ones who might potentially be interested 
in product or services offered by a bank” (Rajola, 2013, p. 41). Therefore, to achieve this strategy, 
new processes are required to create systems based on integrated technologies to provide novel and 
steady sustenance to consumers’ while using the bank different communication networks (Brown, 
2000). Following this strategy, it is now apparent that more businesses in the banking industry are 
implementing such systems, especially with the use of Artificial Intelligence, such as digital banking 
services, Artificial Intelligence-powered Chatbots. Thereby allowing traditional banking services to 
be available 24 hours a day (MBAMA, 2018, p. 8).
The digital revolution has allowed the banking industry to transform the concept of digital 
banking by providing e-banking services to consumers. The revolution has allowed digital banking 
to become popular due to the simultaneous shift of customer expectations as a whole. Arslanian and 
Fischer (2019) explained that the shift in customer expectations, stating that standard technologies 
such as WhatsApp, Uber, Facebook have raised consumers expectations of digital services to be 
personalised, opportune, and especially on-demand. This has led consumers to conclude on viewing 
current offerings of financial services as outdated. They further stated that younger customers had 
expressed frustration with incumbent banks’ level of experience (Arslanian and Fisher, 2019, p. 
28). Due to this frustration, banks have either implemented new technologies into their business 
strategies or created entirely new digital banks, hence increasing the popularity of Neobanks and 
digital banking. Минарченко (2018) study explains that Neobanking is perhaps ideal for young 
people with straightforward banking needs (Минарченко (2018, p.1).
Studies have argued that customer services are enhanced by e-banking, which leads to retaining 
their customers (Joseph et al., 2005). Recent technologies have provided an enabling environment 
for Virtual Agents, interacting with consumers, providing an answer to questions, recommendations, 
and delivering advice without constraints and on-demand, essentially leading to the complete 
transformation of customer experience (Moysan and Zeitoun, 2019). Salvatore et al. (2016) conducted a 
study with several organisations across different industry sectors, providing insight into the connection 
between innovative technology and the customer experience journey. The study concluded that 
the interaction of two critical digital technology could result in an enriched customer experience: 
personalisation and interactivity. They concluded that personalisation encompassed provision of 
expertise and solution-using consumer’s in-store behaviours and factors such as consumer’s activities 
online noted favourites, and customers’ demographics. This frequently results in an optimistic 
customer attitude toward the product brand, as the customer trusts the corporation prioritises and 
feel that the corporation value him/her (Liang et al., 2011). Klein (2003) observed from a study that 
the use of technology in areas such as augmented reality allows the enablement of the consumer to 
Journal of Technological Advancements
Volume 1 • Issue 1 • Annually 2021
4
connect in real-time with a product expert in an immersive environment; thus, defining the concept 
of interactivity. The study further noted such experiences give buyers a notion of control as they 
interact about their desires and needs with brands.
The concept of digital banking is executed through various service channels, with telephones 
as one of the earliest e-banking services. Still, the popularity of the internet has enhanced computer 
banking’s popularity, with mobile banking becoming more critical. These service channels provide the 
merits of suitability, ease, and concept of anywhere and anytime accessibility to the required service 
(Shaikh and Karjaluoto, 2015; and Sundarraj and Wu, 2005). Lipton et al. (2016) suggest that digital 
banks should provide a holistic and customisable experience from the retail point of view, be wholly 
digital and more. They observed that through the years, customers’ expectations have evolved. Suppose 
traditional ‘brick and mortar’ banks are unable to innovate and digitally transform. In that case, they 
will no longer be able to satisfy the majority of their consumers and decrease revenue as a business. 
Meanwhile, Wewege (2017) study found that if retail banks pursued a full digital transformation, they 
could face improvements in earnings of more than 40 per cent over the next five years.
Over the past few years, there was a growing awareness that Artificial Intelligence (AI) will 
further affect the financial services sector. Artificial Intelligence’s impact on the financial services 
is essential across two main areas, which are the interactional and conversational layer between the 
consumer and the firm as well as from internally; and dealing with processes that require humans - 
essentially an activity that can replace humans using algorithms that can learn (King, 2018, p. 223). 
This evidences that AI affect noteworthy the bank customers experience.
Since the early 2010s, Artificial Intelligence in the banking sector has led to the successful 
emergence of Neobanks; and recently, Neobanks are acting more and more like traditional banks 
(Минарченко & Сайко, 2018, p. 1). Glushchenko et al. (2019) noted that there are almost 70 
Neobanks worldwide, with the UK having around 40 Neobanks registered as start-ups. Generally, 
Neobanks are categorised into two types: one that offers a complete suite of banking services and 
the other are banks - client applications, which are mainly in America.
Neobanks operate as 100% digital-only banks, built on new technology and not on outdated 
infrastructure, which the legacy banks are running on (Likuev and Bermisheva, 2017). Neobanks 
can easily create a good customer experience because they are not build on the outdated financial 
infrastructure, allowing Neobanks to operate efficiently. Despite Neobanks success in gaining good 
customer experience, they do fall short on cross-selling and lending, which remains the most profitable 
areas within banking (Menon, 2018).
A key distinguishing feature of Neobanks from traditional banks is the easy, relaxed and appealing 
mobile involvement. Dissimilar to phone banking used by traditional banks (Минарченко & Сайко, 
2018, p.1), Neobanks build on AI elements to uphold normal service offers and offer an additional 
urbane computer-generated customer associate involvement with Chatbots, enhancing a simple and 
engaging mobile experience (Gudova, 2018). Furthermore, Menon (2018) outlines the huge value 
that AI has on banking and its customer engagement by reiterating that AI enhances the capability to 
handle over 1.5-2 million customer queries daily via a virtual agent, as well as increased speed and 
quality of insights to target and personalise (Menon, 2018, p.12).
In conclusion, the review found that digital banking industry has become more popular to control 
and manage customer experience by allowing personalisation and interactivity (Salvatore et al., 2016). 
Finally, the review observed how Artificial Intelligence-powered technology affected the banking 
industry, including the emergence of Neobanks and its growing popularity with consumers. Menon 
(2018) observed that artificial intelligence capabilities allow Neobanks to provide high customer 
engagement levels through virtual agents.
Despite the fact that this review of literature has provided balanced views and conclusions, mainly 
under the themes of the influence of digital banking on its consumers and the innovative technological 
impact in the banking industry, further affecting the consumers’ experience, research gaps still exist, 
which necessitate additional examination. These include further research on the impact of virtual 
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agents, i.e., Chatbots affecting customers’ experience and the importance of Neobanks regarding the 
extent to which consumers use it as a mode of personal wealth management; and researching more 
into what age groups utilise certain features of Neobanks.
3.0 RESEARCH METHodoLoGy
The study was designed to capture customer perception in England, focussing on whether the digital 
banking services, such as banking apps provided by traditional banks, actually lead to good customer 
experiences; and assessing consumers’ attitudes towards Neobanks, and whether they can maintain the 
excellent customer service experience that is claimed by online-only banks implementing virtual agents 
and algorithms. A survey approach was adopted to ensure that most appropriate data was collected.
3.1 Primary Study Strategy
For this study, it was best suited to conduct a descriptive study as it describes the state of affairs as it 
exists at present (Kothari, 2004). Online surveys allow for using a qualitative approach, which allows 
the inference of characteristics or relationships of the population (Kothari, 2004). The use of an 
online survey allowed collecting qualitative data, which was most fitting as the concept of Artificial 
Intelligence and Neobanks, are contemporary notions not been commonly studied, especially on the 
experience consumers have faced in the banking sector.
The main benefit of using a survey is that it allows the study to have a more extensive reach to the 
target population than what interviews would (Jones, et al., 2008) therefore enabling more generalisable 
conclusions. The use of a survey is beneficial and insightful when learning about a general trend in 
people’s opinions, experiences and behaviour from many people (Driscoll, 2011), which is precisely 
the aim of this study. The online survey allows more control over the survey during every point of the 
data collection process (Solomon, 2000). It allows the survey to be visually attractive when designed 
(Denscombe, 2003), which in turn helps to increase the response rate.
Although, conducting this study through an online-based survey provided some benefits, as 
mentioned. However, it does contain some constraints and limitations that can affect the study as a 
whole, and these had to be considered when planning and distributing the survey.
A couple of the main constraints of using an online-based survey included the fact that online 
surveys are notorious for receiving low response rates and including a certain extent of allied prejudice 
(Gillham, 2008; and Jones et al., 2008). Another constraint for using an online survey to collect data is 
the lack of contact among the investigator and those who participate in the survey, which may adversely 
affect the response rate (Cormack, 2000). Denscombe (2003) highlighted another disadvantage 
of sampling the research, suggesting that conducting online-based surveys does not represent the 
research population. This is due to the automatic exclusion of people who may not have access to a 
phone or computer or those not computer literate (Jones, et al., 2008). Another limitation relevant 
for this particular study is that the collected data are descriptive, which might affect the research (as 
suggested by Shah et al., 2015, El-Gohary, et al., 2012; and El-Gohary, 2011).
3.2 data Collection
An electronic questionnaire was used to collect research data to broaden its reach and ease of complete. 
Data was collected using the SoGoSurvey website. The online survey allowed access directly to the 
population sample by distributing the link of the survey via email and on social media platforms. 
The survey was designed to ascertain the participants’ responses. The survey consisted of fifteen 
questions. One of the question was designed to gauge the age demographics of the population that 
were responding and participating. The remainder of the questions were organised and explicitly 
focused on the themes relating to the three different study aims. The majority of the survey included 
closed-ended questions to avoid ambiguity and form a consensus from the survey results (Saunders 
and Lewis, 2015). However, some questions gave contributors the chance to express their own views.
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Before distributing the survey, the correct population was recognised to ensure that the survey 
will reach a fair demographic. Therefore, the questionnaire was directed to those predominately 
living in London, and over 16 years old. The sample was then chosen at random from the population 
to ensure that there is little or no bias in the results. The sample aimed to reach around 100 to 150 
respondents over four weeks. To ensure the response rate was maximised, the survey was posted on 
social media platforms to widen people’s range. Additionally, participants were encouraged to share 
with others in different fields after completion.
3.3 data Analysis
Data were categorised under the three main themes of the study objectives. The analysis’s of the 
qualitative data collected aimed to provide an initial description and test pre-determined assumptions 
and produce generalisable results (Marshall, 1996) to carry out a thematic analysis. The results of 
the data analysis are discussed in the following part of the manuscript.
4.0 RESULTS ANd dISCUSSIoN
The research had a total sample size of 150, of which there were 97 responses, yielding a 64.7% 
response rate. Goodrich (1978) observed that a response rate of 50% should be the minimum to 
have reliable results. Therefore, the collected data, the responses and conclusions gathered will be 
worthwhile towards the study and its objectives.
4.1 digital Banking and Customers’ Experience
Seven items on the questionnaire aimed to meet the first target of the study, which were dedicated 
to explore the use of digital banking and the experience that customers face with it. The questions 
focused on investigating consumers’ opinions and attitudes towards the digital services provided to 
them by their current banks, specifically, their banking apps and websites.
Participants were asked to specify to what extent they conducted their banking needs via an app 
or not. The results presented below in Figure 1 found that 85.6% of the sample definitely do, whilst 
only 2.1% do not and the rest of the sample only use their banking app sometimes. The survey then 
continued to find that only 2% do not use the app, whilst 52% of the sample used the app because 
it is easily accessible, and 46% used the app because it is quick to complete their banking needs. In 
comparison, 97% of the respondents had a positive experience with their banking apps. This is re-
echoed in the results, as 57% used their banking app at least three times per week, and 25% use the 
app once per week.
The results further showed in Figure 2 reveals that customers visited their bank branches few times 
per year or only once a year or less across all age groups. Interestingly, however, the results found that 
only 55.7% think that their banking app or website provides the same services as their bank branch.
Although apps are being chosen over visiting physical bank branches, Figure 5 shows that when 
consumers face an issue regarding their bank account, their preferred mode of communication is 
speaking to a bank’s representative over the telephone. However, using a banking app or a Chatbot 
on the banks’ website is one of the least favoured options. This result is in line with Arslanian and 
Fischer (2019) conclusions, which highlighted that consumer’ expectations have shifted, meaning 
that digital services are now expected to be on-demand.
This is reflected in the data collected. A significant number of respondents (52%) use their banking 
app due to how easily accessible it is; and 46% because they can quickly complete their banking 
needs. In addition to this, the data shows that 57% of the respondents use their banking app three times 
per week, and 25% use it once per week, therefore meaning that the app is available to consumers 
as and when they desire, hence, on-demand. However, the data collected somewhat discredits one 
of Arslanian and Fischer (2019) conclusions that banks have been led to implementing technology 
as young customers were unsatisfied with traditional banking. This would then suggest that young 
Journal of Technological Advancements
Volume 1 • Issue 1 • Annually 2021
7
customers predominately use the digital services provided by banks. However, the data in Figure 3 
reveals that customers use the app more across all ages, not just young consumers as assumed.
As shown in Figure 4, the respondents visited their local bank branch few times per year or just 
once a year or less across all ages. This supports the hypothesis made by Lipton et al. (2016), suggesting 
that digital banking needs to be a holistic and customisable experience, meaning if traditional brick and 
mortar banks cannot innovate and digitally transform, customer satisfaction will decrease. Therefore, 
this data helps to prove that digital banking has become a customisable experience so much so that 
it has become the preferred mode for customers to complete their banking needs rather than visiting 
their local branches.
4.2 Artificially Intelligent Technology in Banking
The next set of questions in the survey focused on exploring the second objective of this study, which 
was concerned with the artificial intelligence element within the banking industry, specifically AI-
powered virtual assistants, otherwise known as Chatbots.
Twenty-six (26) respondents making 13%, chose Chatbots as their preferred mode of 
communication with their bank (see Figure 3). The respondents were further asked as to their reason 
behind this, with the additional option of providing their reason under “other (please specify)”. Table 
1 presents their responses.
Figure 1. Percentage of customers conducting their banking via an app according to their age
Figure 2. How often customers visit physical bank branches 
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In linking these findings to the literature, the data from Figure 5 and Table 1 found an association 
with Salvatore et al. (2016), concluding that augmented reality enables the consumer to connect with 
product experts in real-time. Additionally, King (2018) asserted that AI’s development would enhance 
humans’ learning and replacement.
The data in Figure 5, albeit only 13%, chose that their preferred mode of communication is the 
Chatbot on the bank’s website over speaking to an actual banks representative on the telephone, 
which was the more popular choice. Looking further into this in Table 1, most of the respondents 
chose to interact with a Chatbot because it is easier and quicker to use than a human on the phone 
is. As observed by Salvatore et al. (2016), virtual assistants allow efficient interactivity in real-time. 
Additionally, the findings suggests that King (2018) assertion can eventually become true in the 
future as the data from this study points to this direction.
4.3 Scope of Neobanks and Consumers’ Reactions
The remainder of the survey focused on understanding the scope of Neobanks within the banking 
industry and how to explore customers’ reactions toward the challenger banks.
The first set of questions aimed to gather an idea of what existing awareness banking customers 
have of Neobanks, resulting in 78% of the respondents who had heard about online-only banks. 
Figure 4 illustrates the breakdown of to what extent do the respondents use or do not use an online-
only bank. Closer inspection of the collected data shows that overall, 57% of the sample do not hold 
an online-only bank account, and 86% do not rely on all their banking needs solely on Neobanks. 
Interestingly, 54% of the respondents said they would consider having all their bank accounts with 
Neobanks in the future; however, 46% responded they would not.
The mentioned 46% of respondents from above were further asked to explain their decision. 
The overriding theme was that there is an element of risk with storing their money in an online-only 
bank compared to a traditional bank. Additionally, they believe a Neobank does not provide the same 
services as a traditional bank would, so they prefer having the option to see a staff member. Lastly, 
the consensus was that the consumers do not currently have enough information about online-only 
banks to make such a decision.
Figure 3. Consumers’ preferred mode of communication
Table 1. Reasoning behind opting for Chatbots as preferred mode of communication when facing an issue
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Минарченко (2018) findings was supported to a certain extent from the data collected from this 
study, concerning consumers’ opinions with Neobanks. It proposed that Neobanks are perhaps ideal 
for only young people with straightforward banking needs. As can be seen from Figure 5, 19-25-year-
olds reported holding an online-only bank account, this was significantly more in comparison to the 
other ages, thus supporting Минарченко’s suggestion.
Interestingly, as mentioned, some respondents would not hold an online-only bank account due to 
believing that a Neobank does not provide the same services as a traditional bank does. This further 
links with Минарченко (2018) study regarding the conclusion that only those with specific banking 
needs would hold an account with Neobanks.
5.0 CoNCLUSIoN
This research examined how Artificially Intelligent powered technology in the banking sector has 
affected consumers’ experiences. Overall, this study had three objectives to achieve. Considering the 
key findings, it became evident that:
Figure 4. Data showing if customers do or do not use neobanks according to their age
Figure 5. Data showing why consumers hold an account with a neobank
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• Consumers are digitally transformed.
• Artificial Intelligence powered technology is not widely accepted.
• Knowledge and information gaps exist regarding Neobanks.
This study’s first key finding cut across all demographics, with everyone going through a 
digital transformation journey. This has led to consumers having the equivalent expectations that 
their banks should be digitally transforming or already transformed. These expectations have led to 
banks continuously developing their apps to provide such a positive experience, almost leading to 
substituting consumers’ local bank branch visits. Consumers now use their banking app as their first 
and initial way to conduct their banking needs.
Secondly, it became evident that Artificial Intelligence powered technology in banks has not had 
the desired effect on consumers’ experience as expected from other studies due to the lack of use of 
technologies such as Chatbots on banks’ apps and websites. This study suggests that using Chatbots 
could be on the verge of becoming famous and perhaps more trustworthy. The younger generation is 
using Artificially Intelligent powered technology more due to the ease and convenience provided by 
Chatbots. Finally, a significant finding to emerge from this study is that consumers lack knowledge of 
the information available regarding the scope and capabilities of Neobanks. The majority of consumers 
who hold an online-only bank account only hold it to manage their finances when travelling abroad. 
Some customers hold an account but do not use it, despite a Neobank having the same capabilities 
as a traditional bank does. This limited knowledge that consumers have on holding online-only bank 
accounts has increased the risk of storing money with a Neobank.
5.1 Limitations
The generalisability of these results is subject to certain limitations. For instance, the sample size is 
considered to be small. The survey was handed out to 150 people but only received 97 responses, 
which meant that generalising the responses from the data as the voice for all banking customers’ 
population might make the conclusions not as reliable as the research team wished for.
An additional uncontrolled factor of the study was the demography that responded to the survey. 
Almost half of the respondents were predominately between the ages of 19 and 25, which meant that 
the survey results did not show a fair distribution across all ages, meaning that there is a potential 
bias for 19 to 25-year-olds in the results.
Furthermore, the study was limited to an extent as the survey only collected data in a short window 
period. For the most part, from those who only live in London, generalising the data is not as reliable.
The study could be made more prominent in future, thereby enhancing generalisability. 
Additionally, interviews from neobanks would enhance the study and perhaps provide more in-depth 
conclusions to the objectives.
5.2 Recommendation of the Research
It would be interesting for an investigation to be conducted on what consumers are expecting in the 
future of digital banking, such as what consumers want from their banking app(s) more than what 
the app provides currently, which could potentially lead to the complete substitution of visiting local 
bank branches, whilst increasing a positive customer experience.
Whilst conducting this study through an online-based survey, it became apparent that not many 
consumers use the Chatbot services provided through their banking app and website. The main 
consensus was that there were potential trust and reliability issues that consumers had with them. 
Therefore, they opted to mainly contacting their bank through the telephone. Although previous studies 
showed that Artificial Intelligence powered technology, such as virtual agents, i.e. Chatbots, provide 
the same information as a banks’ representative would due to AI’s hyper-intelligence capability, thus 
providing guaranteed positive customer service; however, as observed from this study, consumers 
rarely opt to use a virtual agents. Therefore, investigating more into why consumers do not choose 
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Chatbots as their preferred mode of communication could then help in solving the issues that banks 
currently face of their customers not using the Chatbots on their banking app and website as much 
as they would prefer to ensure a positive consumer experience, especially when consumers face 
banking issues or problems.
The final recommendation is to ensure that consumers have enough knowledge and information 
about neobanks and holding bank accounts with them. Throughout the data collection process of this 
study, it became evident that consumers had substantial knowledge gaps on neobanks, their capabilities 
and facilities that online-only banks hold, which is beyond managing money whilst travelling abroad, 
which is what a small percentage of the consumers currently think. Therefore, it would be appropriate 
to investigate what sort of demographics do not hold an online-only bank account. Alongside this, a 
study could further explore whether consumers do not hold an account with neobanks due to the lack 
of information available from neobanks to the consumers directly or investigating if neobanks are 
not reaching their potential consumers. This might be due to the lack of advertising of their benefits 
and the services they can provide to fulfil consumers’ necessary banking needs whilst ensuring a 
substantial positive customer experience.
5.3 Implication of the Research
The study implies that digital banking is very much at the forefront of helping consumers with their 
banking needs and even facing banking issues. This implies that banks can further develop their 
banking apps and aim to provide more services to its customers through their banking app(s) to 
ensure that they reach all the demands that consumers want through their banking apps to ultimately 
improve banking clients’ involvement. Moreover, consumers perhaps misunderstand the capabilities 
of virtual agents in banks; thus, there is a need for banks to identify the benefits of using a virtual 
agent such as a Chatbot to its consumers, emphasising that Chatbots are reliable and trustworthy. 
Finally, neobanks may want to investigate further in-depth as to why the majority of the population 
do not hold as many online-only bank accounts as expected and see if more information needs to 
be relayed across to its existing customers, explaining the benefits and different uses of holding an 
account with a neobank.
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APPENdIX A. AddITIoNAL dATA CoLLECTEd FRoM SURVEy
Figure 6. Data showing the count of respondents who use their banks Chatbots according to their age
Figure 7. Chart showing why customers use their banking app
Figure 8. Data showing if respondents reply to all their banking needs with neobanks 
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Figure 9. Data showing how many respondents would and would not hold their accounts with neobanks in the future 
Figure 10. Count of respondents who use Chatbots as their preferred mode of communication according to age group. 
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